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“ Triple-play ” Mean the integration among telecommunication network 、
Broadcasting & TV Network、Computer Internet。Particularly，it refers to the business 
on the senior level，including the integration of pronunciation，data and video，etc. that 
three networks are merged。From the viewpoint of Communication，it is the mutual 
integration between the media that three networks in fact。Triple-play will cause the 
corresponding change of media。And the advertisement is closely linked with media， 
the change of media is corresponding will exert an influence on the spread of the 
advertisement。  
The thinking of the main basis of the thesis is as follows：review and describe three 
networks first。Understand three network merge in terms of media。From terminal 
convergence，network convergence，content convergence to understand the change  
of media under three network convergence。The media under the background of 
Triple-play is not a certain media。The media rely on the content database of 
telecommunication network，Broadcasting & TV Network and computer Internet，
networks are compatible，incorporate moving、instant、interaction into one system。
It is a digital media platform where the morphosis is various but the function merged。  
Secondly，change of the advertisement under the background of  Triple-play。
Analyze the five key element of advertisement，including advertising subject、
advertising media、advertising content、advertising audiences and advertising result。
Study tp influence produced toward each key element of the advertisement，the ones 
that found between the influence are inherent and related。The construction of content 
database of the audience's database are particularly important。Pay attention to the 
interactive with audiences，which will form platform spread gradually。   
Combine the influence of the media changing and the spreading in advertisement 
under the background of Triple-play，I have moulded a new advertising model and 
proposed “CUTE ”Marketing mode。The marketing mode means that gets audiences 
together，carry on perfect marketing according to audience's database through creating 
audiences' demand，strengthen the interaction with audiences。 
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① China Mobile Multimedia Broadcasting ，中国移动多媒体广播。我国自主研发的第一套面多种移动终端
的系统，利用 S 波段卫星信号实现一体覆盖、全国漫游，支持 25 套电视和 30 套广播节目。 
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